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COLORS BY THE NUMBERS. 23 ng is the specific green background color used in this advertisement. And 948 
other colors are catalogued, ready for use, in the CCA Color Harmony Manual. This remarkable collection of 
plastic chips lets you select and compare colors...enables you to specify and communicate color. Over 6000 
manufacturers, artists, designers and architects are using this manual to maintain accurate color control in : 
their work. For further information on this exclusive method of color coordination just drop us a line on your [cr 
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KFAS machine by Swiss Industrial Company prep ges coffee swiftly and efficiently in PLIOFILM lined bags 


Thriftiest way to keep coffee fresh 


It’s the Puiioritm liner that makes it possible for 
American Stores, and many others, to pregrind, 


prepackage their coffee—keep it fresh and sell it 
at lowest cost. 


Only a Puioritm liner preserves freshness and 
flavor by sealing out oxygen, yet transmitting CO,. 


Other dollars-and-cents factors: the old-fashioned 

coffee grinder is gone, and so are the waste and 

inconvenience. There are also big savings in space 

and machine maintenance. For complete infor- 
q liminates wa mation, write: Goodyear, Packaging Films Dept. 

E. Saves spa K-6345, Akron 16, Ohio. Lots of good things come 


from Goodyear. 
nd mainte 


LIOFILY GooDFYEAR K 


_ Pliofilm, a rubber hydrochloride —T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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“It’s the people from GARDNER 








... they’ve got a great new idea for solving 





our packaging problem . . . and our equipment can handle it, too. They know our packaging 
machinery and they’re here to help us adapt it for this new package. Those Gardner people 
can design and build anything from a new part to a whole new machine if it’s needed. Shows 


y? 


you how their Persuasive Packaging service gets down to fundamentals all along the line! 


Write, wire or phone your Gardner sales representative for Persuasive Packaging service. 


GARDNER a pwision oF DIAMOND NATIONAL CORPORATION ¢ MIDDLETOWN, OHIO 








PROLOGUE to 


‘15 Top Packaging Ideas of 1961’ 


This issue of PACKAGING DESIGN is devoted entirely to a 
cross-section of the outstanding packaging ideas of the 
preceding year. Our selections, which we believe to be 
exciting and even inspirational in themselves, collectively 
provide a picture of many of the major trends and develop- 
ments currently taking place in the packaging field. 


The total number of ideas—75—was determined by the 
available space. Needless to say, there are a great many 
excellent packaging ideas which had to be left out for 
want of room. However, the ones that do appear cover the 
broadest possible range of packaging activity. 


In presenting the ideas, we’ve grouped them according to 
type of product. The first grouping is Food Products, 
followed by Drugs, Toiletries & Cosmetics; Household 
Products; Toys, Games & Home Entertainment Products, 
and Industrial Packaging. The final grouping, consisting 
of all the remaining ideas, is Other Kinds of Packaging. 


As a handy cross-reference, we’ve here broken down the 
top packaging ideas into the four categories of Graphics; 
Construction & Shape; Materials, Methods & Processes, 
and Merchandising, Marketing & Display. Each idea is 
listed along with the page on which it appears, in more 
complete form, further back in the magazine. 


TOP PACKAGING IDEAS: GRAPHICS 


Packaging program for Zee paper products line. 
Walter Landor & Associates. Page 35. 


Flavo-Flake chewing gum wrapper for American 
Chicle. Stephan Lion. Page 20. 


Pictorial lids for salad containers. 


Bondware Division, Continental Can. Page 25. 


My Juice fruit juice cartons for Meidi-Ya 
Company of Tokyo. Walter Landor & Associates. 
Page 28. 


Carton for Cointreau line. 
Page 29. 


Warner Brothers. 


A top packaging idea in the area of Graphics is 
this unusual shipping case for the Story & Clark 
piano. The case was designed by Palma-Knapp 
to achieve consistent and distinctive 
identification for both product and company. 
This picture is of a scale model. 

The actual case is now in production. 
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Paperboard smorgasbord -— just a glance tells the variety and scope of 
packaging produced by Packaging Corporation of America, a new name 
in American business with half a century of packaging know-how. 


A nationwide sales organization—52 strategically located plants. 


A completely cn 


nationwide organization */ 
with 9 mills, 18 paperboard 
machines, 43 converting 


plants producing— 
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Redesigned packages for Fine Paper Division of 
International Paper. Lester Beall. Page 6. 


Redesigned cartons for “Conqueror” paper folders 
and duplicator machines. Reinecke & Associates. 
Page 50. 


Eastman Kodak camera packages. Package design 
staff, Eastman Kodak. Page 41. 


Shock absorber carton for Columbus Parts 
Corporation. Vie Design Studios. Page 54. 


Redesigned packages for Canadian Westinghouse 
light bulbs. Bomac Design Division. Page 38. 


Gift package for Navajo barbecue tools. 
Raymond Spilman, David Wurster, Rod 
Lopez-Fabrega. Page 37. 


Carton for Puritron air purifier. Don Blauwiss, 
Doyle Dane Bernbach. Page 37. 


Shipping case for Story & Clark piano. 
Palma-Knapp. Full description and picture appear 
on page 4. 


Case for Aziza eye shadow. Page 31. 


Pictorial bacon pack for Hygrade Food Products. 
Milprint. Page 24. 


Surface design for Kaiser aluminum foil wrap. 
Gould & Associates. Page 36. 


Redesigned packaging for Laura Scudder party 
snack items. Gould & Associates. Page 21. 


Redesigned labels and bottles for Kraft salad 
dressings. Lippincott & Margulies. Page 25. 


Outside graphics for Johnson’s Wax shoe polish 
containers. Robert Sidney Dickens. Page 60. 


TOP PACKAGING IDEAS: CONSTRUCTION & SHAPE 


Protective cover for bacon pack. Du Pont. Page 23. 


Oriental-style carton for Wiffle Ball Company. 
Warner Brothers. Full description and 
picture appear on page 9. 


Air-cushioned egg carton. KVP Sutherland. Page 24. 


Wrapperless folding carton for frozen foods. 
Container Corporation of America. Page 26. 


Frozen food carton. Western Waxide Division, 
Crown Zellerbach. Page 26. 


Another top idea from the Graphics viewpoint is 
the redesign program created by Lester Beall for 
all packages of the Fine Paper Division of 
International Paper. One of the objectives of 
the program was to make the new IP symbol, which 
the Beall organization designed last year, an 
integral part of each design project. Asa 
result, strong continuity and quick recognition 
have been achieved for all product lines through 
ream wraps and cartons. In both telescope and 
junior cartons, a simple graphic projection of 
the symbol in a symmetrical pattern results in a 
reflection of quality while accomplishing 
positive product identity when seen in merchant 
warehouses and on shipping platforms. The design 
is printed on bleached kraft in black and red by 
International’s container division. The label is 
also printed in two colors; the second color 

is keyed to the brand line. 
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PICTURED ABOVE... ANOTHER FINE PRODUCT OF HIRAM WALKER INCORPORATED 


Look to the Leader in Aluminum Packaging 
REYNOLDS ALUMINUM 


This production masterpiece reproduces 16 original watercolor vignettes, rotating 
them in 32 different combinations, each matched to its embosséd title! A triumph 
of registered-embossing and printing...more proof that any packaging or printing 
problem on aluminum foil, however intricate, is better handled by Reynolds. Call 
any Reynolds sales office or write to Reynolds Metals Company, Richmond 18, Va. 


Watch Reynolds exciting TV programs 6h NBC: the Dick Powell 
REYNOLDS ALUMINUM SHOW every other Tuesday; SAY WHEN, 
Seal tells all! weekdays; ALL STAR GOLF — in living color — every Saturday. 
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A top Construction idea is 
this Oriental-style carton 
designed by Warner 
Brothers. For many years 
the Warner Package 
Development Center has 
devoted part of its long- 
range development program 
to the area of unique 
shapes. They were 
particularly intrigued by the 
principle of the Japanese 
lantern and its possible 
application as a packaging 
technique. The opportunity 
arose to apply the Lantern 
technique when the Wiffle 
Ball Company had the 
problem of combining bats, 
racquets, balls and other 
game devices as a single 
unit for simple, effective 
store display. The problem 
was further complicated by 
the need for easy loading at 
the company’s plant. 
Warner's solution: a lantern 
carton that ships flat to the 
Wiffle Ball plant, where the 
operator simply presses 

the package, lantern-style, 
and inserts the ball. The 
bat is then inserted into 
the bottom of the lantern 
and hangs free without any 
locking or holding device. 








Protective carton for Shawnee coaster-ashtray 
set. Bradley & Gilbert Division, Standard 
Packaging. Page 38. 


Redesigned packages for Peter Pan undergarment 
line. Harry Lapow Associates. Page 57. 


Cartons for nail industry. Mead Containers 
Division, Mead Corporation. Page 50. 


Candy “nest” for Frango Taster candies. Northern 
Packaging Design Department, Fibreboard. 
Page 19. 


Tray box for Schrafft chocolates. Eron & Eron. Page 20. 


Shoe-shaped aluminum container for General Mills’ 
Dutch Apple Coffee Cake. Kaiser Aluminum, in 
cooperation with General Mills. Page 21. 


Customized bottle for Johnson & Johnson's Micrin. 
Donald Deskey Associates. Page 30. 


Redesigned bottle for Pond’s Angel Skin lotion. 
Stephan Lion. Page 32. 


Free piston pressure container for Brylcreem. 
Bradley-Sun Division, American Can. Page 32. 


Elliptical-shaped applicator for Mennen’s new 
deodorant. Francis Blod Design Associates. 
Page 35. 


Re-usable gift package for El Producto cigars. 
Irv Koons Associates. Page 58. 


Pyramid-shaped package for construction toy. 
Chermayeff & Geismar. Page 41. 


Box constructions for My Merry Play Sets. Robert 
Zeidman Associates. Page 40. 


Redesigned package for Scotties facial tissues. 
Mel Richman Design Associates. Page 36. 


Tree-shaped Christmas decoration for Clairol’s 
Vitapointe Creme Hairdress. Enid Edson. Page 33. 


TOP PACKAGING IDEAS: MATERIALS, METHODS & 
PROCESSES 


“Built-in-color” for shipping containers. Dyes 
Department, American Cyanamid. Full description 
and picture appear on page 10. 


Pre-printed linerboard containers. St. Regis. 
Page 49. 
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Water-resistant, wet-strength boards. 
International Paper. Page 46. 


Opening device for multiwall bags. Bag Division, 
St. Regis. Page 52. 


Multiwall bag closure. Bemis Brothers Bag 
Company. Page 52. 


Cellophane-packaged color slides for Meston’s 
Travels. American Viscose Corporation. Page 45. 


Shrink-tight film for packaging frankfurters. 
Packaging Films Department, Goodyear. Page 23. 


Transparent meat tray. Dobeckmun Division, Dow 
Chemical. Page 22. 


Hollow-handled plastic bottle for Hilex bleach. 
Celanese Plastics. Page 39. 


Plastic container for Sears Multiple Vitamins. 
Walter Frank Organization. Page 30. 


Collapsible polyethylene jugs. U.S. Industrial 
Chemicals. Page 46. 


Plastic motor oil bottle. Plax. Page 49. 


Foam packaging for General Electric’s new 
transistor radio. Dyna-Foam Division, 
Sun Chemical. Page 45. 


Two-color patterns for aluminum foil containers. 
Ekco-Alcoa. Page 22. 


Aluminum top for Minute Maid frozen juice 
concentrate cans. Alcoa and United Shoe 
Machinery. Page 27. 


Spiral-wound foil can for Southern Sun frozen 
Orange juice concentrate. Anaconda Aluminum. 
Page 27. 


Fluorescent background for Salvo detergent 
package. Switzer Brothers. Page 39. 


Method for removing lithography from metal tubes 
containing ethical drugs. Peerless Tube. Page 31. 


Plastic promotion kit for Columbia Broadcasting 
System. Lou Dorfsman, CBS. Page 60. 


(Continued on page 14) 








Built-in color 
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A top idea in the area of Methods & Processes 
was a new technique, called ‘“Built-in-Color,” 
developed by American Cyanamid’s Dyes 
Department. Cyanamid reports that, for the first 
time, specially coordinated colors for all types of 
shipping containers are incorporated into the 
board during its manufacture. Thirty basic 
“Built-in-Colors,” ranging over the entire color 
spectrum, have been developed. Howard Ketcham, 
color authority and consultant to the Dyes 
Department, has worked closely with Cyanamid 
technicians on the color formulations. One 

of the first applications for the technique will be 
color-coded shipping containers for manufacturers 
of goods sold through retail stores. Color-coded 
shipping containers are easy to identify, 

making possible more efficient handling of 
merchandise in warehouses and stores. 
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' THE WARNER BROTHERS CO./ PACKAGING, Bridgeport, Conn., FO 7-8661, New York, Boston PLASTIC ARTISANS DIV., Port Chester, N.Y., WE 9-8100 *™M 
f 


NOW ONE CALL FOR 
PAPERBOARD AND 


Warner's Packaging welcomes Plastic Artisans to 


our organization. Together we offer you Positive 
2 L A 4S 7 : GC S Packaging* from research, through design, to the 
finished product - inset-up and folding cartons, in 


thermo-formed plastics, and in all combinations. 
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Aluminum Packaging that protects 


Alcoa® Aluminum Foil keeps moisture where you want it. In- 
side or outside. From instant food to premium drugs, Alcoa 
Aluminum Foil offers the best protection a product can get. 
And Alcoa Aluminum Foil combines readily with other pack- 
aging materials. To do your packaging job right, use aluminum 
foil. . . from Alcoa. 


Aluminum Packaging that sells 


Wherever your product is sold, you can be sure that more people 
will see your message, spot your brand, if it’s packaged in Alcoa 
Aluminum Foil. Foil that outshines all the rest. Foil—the nat- 
ural companion to good graphics. 


FOOD * COSMETICS * DRUGS * TOBACCO « TOILETRIES * PHARMACEUTICALS 


NOW WITH supenYsTmencTH 


Entertainment at Its Best ... ALCOA PREMIERE 
with Fred Astaire as Host .. . Tuesday Evenings, ABC-TV 











TOP PACKAGING IDEAS: MERCHANDISING, 
MARKETING & DISPLAY 


Alcoholic drinks in cans for Newport. Continental 
Can. Full description and picture on page 14. 


Twin-Pin Pack for James B. Beam Distilling 
Company. Milprint. Page 29. 


Self-service auto accessories packaging for 
Roberk. Alan Berni & Associates. Page 54. 


Self-selling containers for Bauer & Black elastic 
goods line. Morton Goldsholl Design Associates. 
Page 5/7. 


Pull-out card for Triboro Quilt gift package. 
Creators Art Service. Page 58. 


High-fidelity components kit for Daystrom 
Preducts. Good Design Associates. Page 45. 


Counter display for Parke-Davis’ Paladac with 
Mineral Tablets. Page 31. 


Self-display packaging for Hershey electronic 
flash unit. Schory-Steinbach Associates. Page 42. 


“Carry-away” display package for Bolex Zoom 
Camera. S. Jay Kent. Page 42. 


Foil packaging for Seven-Up non-returnable 
bottles. Reynolds Metals. Page 28. 


Packaging program for Faultless casters. 

Peter Schladermundt Associates, in cooperation 
with Robert B. Henkle, Faultless Caster 
Corporation. Full description and picture 

appear on page 14. 


Plastic netting packaging for “Delicate” sanitary 
napkins. Du Pont. Page 34. 


Toothbrush label for Lactona. Reynolds Guyer 
Agency of Design. Page 34. 


Promotional tag for Plumb hammers. Foxon. Page 38. 


“Thinking boy” toy concept. Bernard Breskey, 
Schnur Appel. Page 40. 


Packaging for new Squibb electric toothbrush. 
Francis Blod. Page 34. 


There is an alphabetical listing on page 17 of the 
independent designers and converters whose 
packaging ideas we have selected. 


A top Marketing-Merchandising idea, these 
mixed alcoholic drinks in cans come 

ready for serving with no extra ingredients 
needed. They are currently being test-marketed 
in major Florida cities by Continental Beverages 
Three drinks sold under the Newport brand name 
each containing at least one ounce of 80 proof 
vodka, are being distributed in six-cunce cans 
by McKesson & Robbins. “We believe we have th 
first radical change in the retailing of packaged 
Spirits in 175 years,” claims Phil Lucey, 

sales manager for Continental Beverages. 
Bloody Mary, Screwdriver and Salty Dog 

come in six-pack carriers which are 

designed and supplied by Continental Can’s 
Folding Carton & Drum Division. 


A top idea in the area of Merchandising was th 
new packaging program for Faultless Caster 
Corporation. Peter Schladermundt Associates 
called in by Faultless to make a study of the 
point-of-sale merchandising of casters and to 
recommend new packages. The design team fou 
through survey and study, a need for a 
combination package rather than bulk-stored or 
card-hung casters. The survey revealed that the 
final package must be adaptable to the many 
methods of showing utilized by hardware 
retailers. Schladermundt pointed out that the 
final package must be easy to handle, convenie 
to display and sufficiently appealing to make 
casters an “impulse” item. The “Card-Pak” packé 
designed by PSA in cooperation with Robert B. 
Henkle, Faultless advertising manager, consist 
of a corrugated display tray board holding four 
casters with wheels visible and stems firmly 
held in place for display and shipping. 
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aconda Aluminum helps increase convenience, im- 
visual impact, provide moisture retention or 
° pick-up protection. There are Many sizes and 

RS of rigid foil containers, with lids of board, plastic 

# available right now... and they may already 

ir product’s needs. 

iddition, you'll find at Anaconda Aluminum a staff 

fhnicians well versed in all areas of in-plant packing 
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“Processes. They can help you with complete application 

_ assistance for rigid foil containers, including adaptation 

i of high-speed, automatic container lid-closure equip- 
- ment, from a compl 

~ Aluminum. 


ete line offered by Anaconda 


For more facts, just call your Anaconda Aluminum 
Office today, or write Anaconda Aluminum Company, 
Dept. MP-10, Louisville 1, Kentucky. 


ANACONDA 





E 


Sr acres Nein 





PACKAGING TO STIR THE IMAGINATION 


A package creates a series of impressions—on the market 
shelf, in the home, and even after it’s discarded. Each of these 
impressions is important to product sales and prestige. This is 
why, at KVP Sutherland, no effort is spared to combine the 
talents of award-winning design engineers with quality control 
of paper and paperboard that extends from forest to finished 
product. And continuous research assures the development 
of new and better products and processes. 


©xvp SUTHERLAND PAPER COMPANY, 1962 





KVP SUTHERLAND PAPER COMPANY e KALAMAZOO, MICHIGAN e 18 plants in the United States and Canada to serve you 


Many of America’s leading brands of foods and confections, 
soaps and detergents, drugs and toiletries, apparel and hard 
goods, are protectively packaged by KVP Sutherland. Many 
of these paper and paperboard packagings faithfully repro- 
duce the customer’s design. Others feature designs created by 
KVP Sutherland packaging designers. For detailed informa: 
tion, and samples of KVP Sutherland’s amazing variety of 
packagings, please write. 
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PACKAGING THAT SELLS ON SIGHT 


Recently, Campfire Marshmallows redesigned their packages to better meet the condi- 


_ tions of today’s impulse buying. They arrived at a brilliant color combination set off by a 
background of sparkling white. The question then was—how to reproduce the colors 


in production runs, at a low cost, with the product protection marshmallows need? 

The answer was KVP Sutherland and KVP IMPACT!® overwrap. KVP IMPACT! 
has a satin-glow finish that stands out on the shelf. It keeps out unwanted moisture. 
It seals easily, with no distortion of ends. We look forward to the opportunity to tell 
you more about KVP IMPACT!—and about the countless creative packaging serv- 


" ices available to you from KVP Sutherland. 











‘Top ideas’ participants 

(page where item appears is in 

parenthesis ) 

Alcoa (27) 
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Koons, Irv (58) 

Landor, Walter (28, 35) 

Lapow, Harry (57) 

Lion, Stephan (20, 32) 

Lippincott & Margulies (25) 

Mead, Containers Div. (50) 

Milprint (24, 29) 

Palma-Knapp (4) 

Parke-Davis (31) 

Peerless Tube (31) 

Plax (49) 

Reinecke & Associates (50) 

Reynolds Metals (28) 

Richman, Mel (36) 

St. Regis (49, 52) 

Schladermundt, Peter (14) 

Schnur Appel (40) 

Schory-Steinbach (42) 

Spilman, Raymond (37) 

Standard Packaging, Bradley & 
Gilbert Div. (38) 

Sun Chemical, Dyna-Foam Div. (45) 

Switzer Brothers (39) 

U.S. Industrial Chemicals (46) 

Vie Design Studios (54) 

Warner Brothers (9, 29) 

Zeidman, Robert (40) 


























Do housewives 
a favor and watch 
the sales go up. 
New polyethylene 
bags by 
Dobeckmun 
create new 
economies for 
housewife and 
packer alike! 
Easy way to 
capitalize on 
new individual 
quick freeze 
techniques. 

Just ask Ore-lda! 
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packages for performance 


DOBECKMU 


New polyethylene bags take special film that’s tough enough to avoid breakage and can survive lo 
distance shipping ... beautifully. That’s transparent enough to take the harsh light of commercial freezt 
cases and still present fruits and vegetables at their persuasive best. That’s economical enough to! 





practical for almost any length run. And Dobeckmun gives you the vital extra ingredient of creative originali 
that gives your package the extra profit potential you need to compete. For new packaging success! 
food, textiles, paper and your products—call us today! THE DOBECKMUN COMPANY, A Division ‘ 
The Dow Chemical Company, Cleveland 1, Ohio » Berkeley 10, California + Offices in most principal citié 
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Top packaging ideas: 
Food products 


CANDY ‘NEST’ 


This five-part candy package, designed by 
Fibreboard’s Northern Packaging Design 
Department for Frango Taster candies, creates 
its own eye-catching display—an important 
merchandising feature. The nest of four boxes, 
which hold a pound of candies, are of varying 
colors—blue, gold, pink and orange—and each 
has sketches which were done in an Oriental 
style. The four boxes, held together by a 
black band, are contained in a colorfully-styled 
box which embodies each of the colors used 
in the nest group and their band. 


Basically, the opening and closing feature is 

the same as the elliptical folder. It uses 

the same spring tension principle which is 
obtained from the scoring and bending qualities 
of the board. Any non-perishable item is 
adaptable to this style of container. It 

is also well-suited for perishable 

items that are pre-wrapped. The container 

can be made pilfer-proof; it can also be adapted 
to hang on merchandising racks, and it can 

be filled and closed by automation. 
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CANDY TRAY BOX 


W. F. Schrafft presented Eron and Eron with 

the problem of producing a package that could be 
marketed as both a gift-giving and hostess item. 
To provide hostess appeal, the design firm 
conceived a package consisting of separate 
drawers that act as serving trays. 

These foil-lined trays make it unnecessary 

for the hostess to take the chocolates from 

the box, place them in a candy dish, then 
return them to the box. Selection is also 

made easier because there are no hidden layers. 
Each tray contains one-half pound of chocolates; 
thus the three-pack tray introduced a 
one-and-one-half pound gift package that 
answers the need for an in-between price for 

a “luxury” box of candy. 


The tray box also serves as a re-use item. 

The nostalgic desire of saving old chocolate 
tins as a receptacle for cuff links, hair pins, 
bobby pins, etc., is catered to via the easily 
accessible sliding drawers. The name 
“Schrafft’s” appears on a cellophane overwrap 
and when removed leaves a decorative 

boudoir box. 


Graphically, a play on the word “miniatures” 
(a type of chocolate) is achieved by 

using reproductions of authentic early 
American miniatures. This also enhances the 
idea that Schrafft’s is an old-time company 
and that the gift-giving of Schrafft's 
chocolates is an old-time American tradition. 











‘FUN’ IMAGE FOR GUM WRAPPER 


Flavo-Flake, a new chewing gum manufactured by 
American Chicle, contains tiny colored particles 
of candy bits throughout. As the gum is chewed, 
these candy particles “burst” into flavor. 

The product comes in three flavors—spearmint, 
peppermint and fruit. 


The brand theme of the packages, which were 
designed by the Stephan Lion organization, 

are appropriately conceived in the form of a 
symbol made up of tiny triangles of color having 
the overall shape of a snowflake. The brilliant 
background colors and bold Roman-style logotypes 
depicting the three flavors—green for 

spearmint, yellow for peppermint and an 
orange-purple combination for fruit—provide a 
fresh and pleasurable “fun” image for the brand. 
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SNACK ITEMS SHOE-SHAPED FOIL CONTAINER 
1 by Scudder Food Products manufactures over | This aluminum container shaped in the form of a 
2S 20 different snack items, packaged in dozens of | | Dutch shoe was designed to catch the consumer’s 
ed, different size and shape containers. This | eye in the merchandising of General Mills’ 
diversity of form and contents created the | Dutch Apple Coffee Cake. Kaiser Aluminum 
, greatest challenge for Gould and Associates | cooperated with General Mills in the design, 
in redesigning the packaging for the line. | development and production of the container. 
“We knew that the company needed a much 
e stronger ‘family’ identification than it had | To further simulate a Dutcin shoe, the container 
enjoyed in the past,” comments Jerome Gould, | is wood-grain printed on the outside bottom and 
head of the design firm. “At the same time, we | side surfaces. 
1g wanted to establish an individual personality | 
t for each product in the line.” | “This special package signals a trend toward 
ypes combining bold design, unusual shapes and 
A design theme was developed that would tie all | attractive appearance with the functional 
of the company’s products together, yet could be | qualities of aluminum in order to effectively 
a adapted to a variety of packages and contents. | compete with other materials in consumer foods 
and. In effect, the package itself became the | packaging,” points out Grabe Smith, 
company’s trademark. The broad horizontal Kaiser Aluminum’s director of design for foil 
stripes of “party” colors immediately identify and container products. “It serves to the 
the package as a Scudder product, whether the consumer's advantage also since the disposable 
trade-name is showing or not. The strong | container can be used directly for reheating and 
company identification has simplified the problem | serving the cake.” General Mills supplies the 
of giving each product its own distinctive | aluminum “shoe” container, baking mix and 
flavor; since the company mark is simple yet promotional materials to bakers, who in turn 
striking, great latitude can be taken in the bake, store, transport and advertise the product. 


choice of colors and illustrative elements 
without violating the basic design concept. 

Cans containing Virginia peanuts, for example, 
carry a pattern of yellow, brown and pink 

stripes, all warm colors reflecting the flavor 

of hot roasted peanuts. Cans containing cashews, 
on the other hand, are given a cool treatment 
with olive, green and blue stripes. 








TWO-COLOR FOIL DESIGN 


These containers are examples of Ekco-Alcoa’s 
application of two-color patterns to aluminum 

foil packaging. Besides increasing the 
eye-appeal of a foil container, the decorative 
coatings offer packagers a variety of new 
merchandising approaches. The two-color 
patterns can feature decorative designs only 
or can incorporate a packager’s logotype 

or trademark. 


According to Ekco-Alcoa, applications of color 
patterns to aluminum foil packages open 
new markets in the area of premium and quality 
packed items. In addition to new uses in the 
| candy, ice cream, dairy, frozen food and bakery 
markets, these new applications include a 
variety of non-food items such as bath salts 
and cosmetics. 











TRANSPARENT MEAT TRAY 


A transparent meat tray will be marketed by 
Dobeckmun Division of Dow Chemical. Complete 
production of the tray, which has been in use 

in a Cleveland supermarket chain for nearly 

two years, is planned for the first of 1962. 


Besides the clear view it provides of the 

underside of the meat, the tray is non-sticking; 
its features also include ease of frozen 

storage and non-absorbency of meat juices. 
Vacuum-formed of Trycite (Dow’s trademark for 
polystyrene film and sheet), the trays will be 
available in a full range of sizes to answer all 
supermarket packaging needs. Design of the tray 
is the result of many tests to obtain rigidity, 
machineability and easy handling. 


According to Dobeckmun, the fact that the 
transparent trays are much less bulky than 
other types of trays has resulted in considerable 
savings in warehousing space, trucking space 
and storage within the individual units of the 
supermarket chain. Use of the trays has 
reportedly also resulted in dollar savings on 
the film with which the meat is overwrapped. 
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SHRINK-TIGHT FILM 


Vitafilm ST, a shrink-tight film for packaging 
frankfurters, was introduced by Goodyear’s 
Packaging Films Department. According to 

E. H. Dours, Packaging Films sales manager, the 
new film possesses unique non-fogging 
characteristics, superior gloss, excellent 
strength and heat-sealability. 


“When passed through the shrink tunnel,” states 
Dours, “this film will not ‘relax’ or loosen on 
packages even after they have been displayed in 
a refrigerator case. Vitafilm ST remains as 

tight as when initially produced.” 
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PROTECTIVE COVER FOR BACON PACK 


A bacon package design combining maximum 
visibility with the convenience of a reclosable 
carton was developed by Du Pont’s Film 
Department. Although the new “Show Pak” unit 
appears similar to other overwrapped bacon 
packs when sealed (center in picture), 

a fold-over lid is tucked against the back. 
After the cellophane is removed at home, 

the cover folds out and over the bacon (left), 
locking for storage in the refrigerator (right), 
but still providing easy access to the bacon. 


“The unit has as much as 50 per cent more 
visibility than window cartons—an important 
factor in the shopper’s buying decision for 
bacon,” states Nelson Allen, packaging manager 
of the Du Pont Film Department’s market 
development and customer service laboratory. 
“Yet the package still has the reclosable 
feature that has given window cartons 

such broad acceptance for bacon.” 
The carton may be overwrapped 

on conventional packaging machinery. 
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PICTORIAL BACON PACK 


A new approach in merchandising Canadian-style 
bacon was developed by Milprint for Hygrade 
Food Products. The face design of the package 
created by Milprint’s design studios was a 
photographic one, spotlighting the product in 

a table setting. The tonal background, copy 
and lettering reflect a rich, brown cast, 

set off by a white copy panel and an appetizing 
dish of the Canadian bacon and eggs. 


The package has an opaque face and clear back 
to allow visibility of the product. It is 
constructed of a lamination of cellophane, foil 
and polyethylene for the face and a cellophane- 
polyethylene lamination for the back. These 
materials were chosen for their merchandising 
appeal, as well as their protective qualities. 
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AIR-CUSHIONED EGG CARTON 


The Saf-T-Cell egg carton, KVP Sutherland’s 

new egg packaging concept, grew out of the 
industry’s need for greater egg protection 

during transportation and in the retail store. 

Its construction suspends the eggs above the 
floor of the carton, providing a virtual cushion 

of air to protect the eggs from shocks and 
pressures. In outward appearance, the carton’s 
sides are straight, and the bottom panel is 

a flat, unbroken surface. 


According to the converter, there are several 
advantages to this shape. The first is added 
protection: the solid bottom panel reduces 
chances of leakage to other cartons if an egg 
should break. The second advantage is easier 
stacking: the rectangular shape of the carton 
permits neater and more attractive retail 
displays. Third, there is greater area 

for surface design since top, side and bottom 
panels are all printable. The flat bottom panel 
is the “extra”: on it, the egg packer can 
merchandise his product via premium offers, 
menu and recipe ideas, or other selling copy. 
Fourth, the rectangular carton is an ideal shape 
for overwrapping: the bottom panel gives 
support for heat-sealing the wrapper. 


The stock design shown in the picture 

was created by KVP Sutherland’s Graphic Arts 
Department. The close-up view of large white 
eggs against a crisp blue background suggests 
farm-freshness. 
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EXOTIC LOOK FOR SALAD DRESSINGS 


Kraft Foods’ line of eight bottled 

salad dressings is being sold in newly-designed 
bottles, with new labels, that create an exotic 
look for the line. Prior to redesign, the 
dressings had been sold in plain, standard 
botties, with labels carrying little else than 

a strong Kraft endorsement and the product name. 
This format was considered not to be adequately 
communicating the unique characteristics 

of each dressing. 


The new bottles, designed by Lippincott and 
Margulies, are cruet-shaped with an overall 
herb leaf and vegetable pattern in bas relief. 
The design aims at 1) giving the line a quality 
look; 2) greater shelf impact; 3) making the 
bottles easier to handle; and 4) being 
attractive enough for table use. 


The labels were individually designed to tell 
the origin of the dressing—such as Italian— 
and to show the quality ingredients used for 
the dressings. Some show the product in use on 
a salad, or herb ingredients, or scenes from the 
land in which the flavor originated—either by 
use of photographs, sketches, or a combination 
of both. All are in full color with the Kraft 
endorsement carried on the neck label. 

The back label picks up the basic design motif, 
and carries service copy and recipes. 

All bottles were produced by Owens-Illinois. 








PICTORIAL SALAD LIDS 


The Bondware Division of Continental Can made 
available three new process color closures 
depicting appetizing servings of macaroni, 

cole slaw and potato salad. The metal lids 
make it possible for the housewife, as she 
chooses her salads in the food market, to 
visualize them on her table, perfectly prepared 
and attractively served. 


Sixteen-ounce table-ready stock design waxed 
tubs, designated the “Gourmet” line, were also 
made available to complement the new closures 
They come in three combinations—pink and 
lavender, light and dark green, and light and 

dark blue—each decorated with stylized salad 
forks and spoons. Construction advantages 
include a leak-proof and tamper-proof seal, 

easy stacking in the refrigerator case, and 

rapid, automatic capping. 
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WRAPPERLESS FOLDING CARTON 


Container Corporation of America developed a 
folding carton, trade-named “Adapta-Pak,” which 
is top-loaded and eliminates the need for an 
outer wrap, inner wrappings or inside containers 
to protect contents. This is accomplished by a 
three-flap lid sealed securely to the outer 
sides of the carton after closing. 


“Extremely attractive illustrative art can be 
reproduced on ‘Adapta-Pak’ exteriors,” according 
to George W. Dodge, the company’s national 
products manager for frozen food packaging. 
“This will add considerable merchandising 
effectiveness to many frozen vegetable packages 
previously limited to overwraps.” 


A newly-designed machine closes the carton and 
seals it with a hot-melt adhesive. Frozen food 
packagers can operate their equipment to load and 
seal cartons in wrapperless form or eliminate 
the sealing operation and package cartons with 
an overwrap. 


According to the converter, ‘“Adapta-Pak” will 
not tear or pull apart in store freezers or 

from handling by shoppers. The new carton also 
makes another desirable feature available at 
option: a scored, “easy-open” pull tab and 

tear strip. 


Surface design can be offset or letterpress 
printed directly on the carton which is made 
from solid bleached sulphate. Container 
Corporation is offering the carton with any of 
three moisture-resistant surfaces: regular, 
high gloss wax or polyethylene coating. 
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COST-SAVING FROZEN FOOD CARTON 


Western Waxide Division, Crown Zellerbach 
design engineers, have reportedly achieved 
savings of up to 7¥2-percent and maintenance of 
packing line speeds with this Crown Compact 
Size TK-500 carton. The new design effects a 
saving in raw material by eliminating 
unnecessary board. Close tolerance design 
permits the reduction from the side panels 
without changing capacity or product protection. 
Lowered material cost permits cost reduction, 
depending upon the standard variables of 
quantity, size, grade of board, etc. 


Designed to accommodate bulky frozen foods 
such as Cauliflower, Brussel sprouts and 
broccoli spears, the TK-500 is available in 
retail and institutional sizes. 











EASY-OPEN CAN 


Aluminum Company of America and United Shoe 
Machinery jointly developed a packaging concept 
that might obsolete the can opener. The new 
container features an aluminum top that zips off 
the can with a quick pull of an aluminum tab. 
The can body itself is a combination of 
aluminum foil and paperboard. 


The quick-opening can, known as Safe Pack, 
is being used in selected markets by Minute Maid 
for frozen juice concentrates. 


The aluminum tab, with a loop finger opening, 
is welded to the can top. By lifting the loop 
and pulling, the tab instantly tears out a thin, 
scored strip of aluminum. The top comes off with 
the strip, leaving a clean, smooth edge. The 
easy-open top is regarded as readily adaptable 
to metal cans for tuna fish, soups, canned meats, 
soft drinks or beer. 








SPIRAL WOUND FOIL CAN 


Anaconda Aluminum developed a spiral wound 
aluminum foil can for use in the frozen food 
industry. Manufactured by R.C. Can, the 
container is being used by H.P. Hood & Sons 
for its Southern Sun frozen orange juice 
concentrate. 


The foil can consists of an inner liner of 
laminated aluminum foil, a body wall of 
fiberboard, and an outer protection layer of 
laminated aluminum foil which doubles as the 
label. This multi-ply construction reportedly 
makes the can an excellent insulator and is an 
important factor in preserving the fresh-squeezed 
taste of the orange juice. 


All the components of the can are spiral wound 
into a tube from which the cans are cut. The 
inner laminated foil liner is constructed with a 
specially designed folded lap seam. In addition, 
the foil liner is coated. The folded lap seam 

and the coating provide a sealing feature which 
insures product freshness. The can was developed 
so as to be able to be opened with the many types 
of can openers currently in use by housewives. 


The aluminum foil label of the can is an integral 
part of the can body, and is wound onto the can 
from a web of printed foil. Up to six colors per 
label can be printed with excellent reproduction 
quality. 
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JUICE CARTONS A LA MONDRIAN 


Shelf power and appetite appeal were the 
packaging requirements for the My Juice 
concentrate line, made by Meidi-Ya Company of 
Tokyo. Walter Landor and Associates achieved 
appetite appeal through the use of full-color 
vignettes of fresh fruit on all four sides of the 
juice cartons. Color-styling is keyed to the 
particular character of the fruit pictured— 
purple and green for grape, yellow and warm brown 
for pineapple, etc. Particularly rich and bold 
colors were chosen as an expression of the 
concentrate nature of the product—a concentrate 
being richer than juice in its natural state, 

of course. 


The Mondrian-like design theme links four pure 
juice products, a cola and a melon drink, and 
four beverages which combine fruit juice and milk. 
The juice-and-milk products—called My Lac— 
are distinguished by the use of a fruit blossom 
rather than the actual fruit. 


Despite the need for shelf power, the packages 
also had to project an unmistakable look of 
quality because of the relatively high cost of 
the product. The vigorous, contemporary design 
and the festive letter-styling manage to achieve 
both an attention-getting appearance and a look 
of quality. The brand name is given in English 
for the prestige value of “looking somewhat 
Western.” 











FOIL PACKAGING FOR NON-RETURNABLES 


Point-of-purchase impact, quality connotation 
and product identification around the entire 
bottle were incorporated into Seven-Up’s 
non-returnable bottle program with the adoption 
of aluminum foil wrap-around labels and foil 
multi-packs, both supplied by Reynolds Metals. 


The attractiveness and reflectivity of aluminum 
foil multi-packs act as a billboard at 
point-of-sale, attracting the shopper’s attention 
to the convenience offered by non-returnable 
glass packaging. 


Foil spot labels are being used in Seven-Up 
bottling plants not equipped to handle 
wrap-around labels. Individual bottlers are 
given a choice of using either foil or plain 
paperboard multi-packs. The multi-packs are of 
the cluster-glass-pack design, which Reynolds 
produces under a licensing agreement with 
Mead Corporation, Atlanta. 














DISPLAY AND/OR GIFT PACKAGE 


This Twin-Pin Pack, produced by Milprint for the 
James B. Beam Distilling Company, was designed 
to capitalize on the growing popularity of bowling. 
The carton, containing two pin bottles cushioned 
on a twin pedestal, can either be a 
merchandising display or a distinctive 

gift package. 


Both the inner and outer sleeves of the Twin-Pack 
were given a rich, walnut grain appearance by 
Milprint lithography. Included in the 

outer sleeve design are illustrations of 
trophies, a bowling score card, score board and 
the pin bottles, giving the carton masculine 
appeal and carrying through the bowling motif. 
The Twin-Pack is an ideal bowler’s award or a 
gift which can be personalized with the 
recipient’s name. The construction of the 
display piece demonstrates the compatibility 
of plastic and board materials. 





































DISTINCTIVE CRASH-FOLD CARTON 


The crash-fold carton has great appeal because 
of its low-cost, automatic loading and easy 
handling. Yet its very popularity provides a 
challenging assignment for the designer who must 
search for a way to make this established shape 
distinctive, attractive and effective. This 
challenge was faced by Warner Brothers’ Package 
Development Center in designing this year’s 
Cointreau carton—a challenge that was 
heightened by the need to identify the complete 
line of 20 different liqueurs. 


The problem was solved by allowing the bottle 
labels themselves to “speak up” and tell what 
they are. They are given front stage in the 
carton window, and a full-color photograph in 
high-key, soft focus provides the appropriate 
backdrop. A different liqueur is pictured on 
each panel to point up the variety in the 
complete line. The top flap incorporates the 
Cointreau symbol and name in a frame of 
brilliant red. 





Coffee cups, dishes, a spoon, liqueur glasses 
partly sipped, provide a suggestion of the 
product in use, thus giving the package a 
Christmas gift appeal without limiting it to 
that season alone. The bird’s-eye view of the 
bottles and table setting provides still another 
means of distinguishing the Cointreau line. 














30 PD 
Top packaging ideas: 
Drugs, toiletries & cosmetics 


Gofisison Gofnsen 


|MICRIN]} 


a Gohuson Gohwron } | ORAL ANTISEPTIC 


3 i FOR MOLT HWAS4 4 GARGLE 
» ORAL ANTISEPTIC | 
Bs FOR MOUTHWASH 4 GARGLE 





MEDICAL LOOK FOR ORAL ANTISEPTIC 


The task of Donald Deskey Associates was to 
design a new package for a new brand of oral 
antispetic in a highly competitive market. The 
oral antiseptic was Johnson & Johnson’s Micrin. 
Since the package and brand image had to be 
believable as a Johnson & Johnson product, 

it was necessary to give the container and label 
a medical, ethical drug look. This look 
suggested the apothecary-type bottle. The DDA 
designers found, however, that the round 
apothecary-type bottle did not have enough visual 
area for effective labeling, and was too narrow 
for shelf impact. 


DDA developed a customized bottle in a new shape 
that was feasible for allowable production cost, 
and a clear, polyethylene screw-type stopper that 
was reminiscent of the old pharmacy. 

In the style of the ceramic label associated with 
apothecary jars, the designers created a simple 
rectangular label with double gold and white 
border. A separate, small oval label repeating 
the double gold border of the primary label, 

and featuring a stylized mortar and pestle in 
combination with an abstract “D,” was designed 
to underscore the product's bacteria-killing 
ingredient, “dequalinium.” 


In developing the basic merchandising and design 
concept for this package, special care was taken 
to make the package effective in point-of-sale 
shelf and counter display, and as a decorative 
asset in the bathroom. 











PLASTIC PYRAMID FOR VITAMINS 


A novel package, combining white polyethylene 
and clear polystyrene in a truncated pyramid 
shape with flared top and base (lower left in 
picture), was the container for Sears Multiple 
Vitamins during the company’s 1961 Diamond 
Jubilee celebration. The new design grew out 
of the desire on the part of Sears officials 

to depart from standard packaging to mark the 
company’s 75th anniversary. If not actually 
diamond-shaped, the package had to suggest in 
some manner the 75th anniversary symbol. 


The Walter Frank organization, after conducting 
research into existing packages for vitamins on 
the market, decided that plastic molding should 
be the cornerstone of the design because of its 
short- and long-run flexibility in achieving 

both shape and color. 


The package design chosen was a triangular, 
tapered container suggesting a pyramid; this 
stable multi-faceted shape was keyed to the 
diamond anniversary celebration. It was also 
decided to use a clear heavy walled polystyrene 
body with snap-on polyethylene base and cap. 


Cleanliness, a major consideration 

in pharmaceutical packaging, was the prime 
guide in designing the reshipping carton. 

The Standard Molding and Cap Company assem- 
bles the base to the body of the package at the 
time of molding. The bottle is then placed upside 
down in the carton which is partitioned. 

The bottle is thus protected from contaminants. 
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EYE-CATCHING VITAMIN DISPLAY 


The Parke-Davis laboratories recently developed 
Paladac with Mineral Tablets—a pleasant- 
tasting chewable vitamin tablet. Since the 
product was primarily for over-the-counter 

sale, and since there were a number of similar 
products on the market, it was obvious that an 
eye-catching package and counter display would 
be required to attract consumer attention. 
The Parke-Davis Packages Committee also 
considered it essential that the product 

be packaged and displayed in a manner to 
suggest not only quality, but also the fact that 
it was an ethical pharmaceutical preparation 
and not simply a confection. 


The resulting package and label carry the 
dignified two-band brown-and-white design which 
makes the Parke-Davis image distinctive and 
identifies the package as one similar to those 
packages used for Parke-Davis prescription 
medications. The counter display provides full 
impact, permitting maximum utilization of the 
two-band effect together with the prominence of 
“Parke, Davis & Co.” on the package. Even when 
the packages are removed and sold from the 
display, the remaining packages are 
continuously in “full” display as a result of 

the tilt design of the display shelves. 

The cast-coat paperboard used for the cartons 
adds to the quality appearance of the packages. 
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DECORATION-REMOVAL METHOD 


Peerless Tube perfected a method for the removal 
of lithography from metal tubes containing 
ethical drugs in order that druggists may affix 
the prescription directions. The method, under 
study for three years and trade-named “Easy Peel 
Strip Coat,” involves the application of a 

plastic tear tape underneath a base coat that 
has been specially formulated so it can be 
readily removed. What makes the peeling 

easy is the addition of a tear strip. 

A tab of the strip is left on the shoulder of the 
tube (at right in picture), with which the pull 

is started. After a one-quarter inch strip of 
lithography has been torn off, removal of the 
remainder of the lithography is simple, leaving 
the tube uncovered (left). 








‘TRADEMARK’ PIN ON CASE 


This packaging served to introduce one of the 
first eye make-up products of its kind— 
Aziza’s eye shadow in pressed powder form. 
The rectilinear case is constructed with 
soft curved lines for easy “grasp-ability,” 

and is of a size to fit easily into a woman’s 
purse. It is white and is made of polystyrene, 
as is the handle of the applicator; the 
applicator itself is made of polyurethane. 
The decorative lorgnette on the case is a 
trademark symbol. It is actually a gold-plated 


pin made separately, then embedded in a recessed 
slot in the case. This creates a more 
compelling effect than could have been achieved 
with gold-stamping or printing. 
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FRESH IMAGE FOR LOTION 


In designing the bottle for Pond’s Angel Skin 
all-purpose lotion, Stephan Lion’s objective 
was to develop an entirely new and fresh image 
for the product. Since the prime target was the 
self-service customer, recognition, readability 
and size impression were important factors. 
That the product project a clean, soft, modern 
quality was also mandatory. 


The large horizontal oval label in light fuchsia 
offers generous space for the new and 
distinctive logotype in white. These colors, 
together with gold and black, enhance the 
quality appearance. The modern Roman-style 
Angel Skin logo offers more legibility than 
the former brush script. 


High-speed production imposed a number of 
limitations in the design of the bottle. 

For example, stability of the bottle on the 
fast-moving conveyor belt dictated a low center 
of gravity. Also, the problem of shingling 

(the jamming of bottles in the line) demanded 
flat faces and blunt sides at the point of 
glass-to-glass contact. And because of the 
heavy viscosity of the product, pinching at the 
neck was ruled out. The tapered neck in the 
design was a logical solution to the pouring 
problem. The molding of the glass itself also 
imposed limitations. Because sharp corners, 
undercuts and exaggerated curves are subject to 
fragile wall thicknesses, the bubble-like shape 


in the design was considered the ideal solution. 





FREE PISTON PRESSURE CONTAINER 


A new kind of pressure container made its debut 
this past year as a package for Brylcreem, 

a cream-type hair dressing of heavy consistency. 
The new package is a free piston pressure 
container that offers an aerosol-type container 
with complete separation of product and propellant. 


Developed by Bradley-Sun Division of American 
Can, the container consists of an 
impact-extruded aluminum body, with crimped-on 
aluminum base. One of the features of the 
container is a dome-shaped, floating piston cup 
of medium-density polyethylene. 


According to Bradley-Sun, advantages of the new 
container to Brylcreem and other toiletries are: 
1) it prevents chemical inter-actions between 
product and propellant, protecting product 
purity; 2) it prevents physical mixing of the 
product and propellant, eliminating foaming and 
spraying; 3) it permits complete dispensing of 
the product. 


The container is reported to have 
considerable potential as a package in other 
fields—for all types of viscous foods, such as 
cheese spreads, mayonnaise, cake icings, 
toppings and sauces; in pharmaceuticals for 
packaging salves and lotions; and in cosmetics 
for packaging hair dressings, hand creams, 
shampoos and depilatories. 














LOW-COST CHRISTMAS DECORATION 


An extremely low budget was the dominant prob- 
lem faced by Enid Edson in designing a Christmas 
decoration promoting Clairol’s Vitapointe Creme 
Hairdress. The decoration, containing a small 
tube of the product, was to be made available 

in quantity to salons for distribution as gifts 

to their clientele. Other problems, besides 
budgetary ones, facing Miss Edson: the package 
had to appeal to both mature and youthful 
customers; it had to be festive and gift-like 
though carrying product identity; it had to 

do service as a holiday decoration in the 

salon; one had to be able to hang it 

or stand it up by itself. 


Miss Edson decided to use a double-tree form 
with decorative die-cut edge and shapes. 

The rear side is larger than the front, so that 
the inside blue lining forms a border when 
viewed from the front. Blue showing through the 
die-cuts becomes part of the design, creating 
a three-dimensional effect. Free line drawings 
in red, pink (screened) and gold with embossed 
gold festoons lend gaiety to the package. 

On the back is an area for a personal message. 
The construction was designed to protect the 
Vitapointe tube without its carton. 
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SANITARY NAPKINS IN PLASTIC NETTING 


Delicate Corporation of America is 

test marketing this “7 pack” bag of “Delicate” 
sanitary napkins. The seven purse-size tubes 
are packaged in a convenient, consumer unit bag 
made of Du Pont “Vexar” plastic netting, sealed 
at the top with a stapled-on header label. 

The “Delicate” sanitary napkin, not a tampon but 
a full-size external napkin, is packed under 
high pressure in the small lipstick-type tube, 
along with its own emergency stretch 

cotton belt. 


The package is designed with an alternating gold 
and black spiral stripe pattern. The gold and 
black label and the antique gold bag of “Vexar” 
plastic netting all combine to give a prestige 
appearance to the package. 











TOOTHBRUSH LABEL WITHIN CONTAINER 


The Reynolds Guyer Agency of Design was called 
upon to design a label for the new Lactona 
toothbrush plastic package. The agency surveyed 
the habits of toothbrush purchasers and found 
that the end of the toothbrush package was of 
maximum importance from the standpoint of 
consumer selection, and that a wrap-around label 
would not be the best way to identify the 
product. Also, the wrap-around label sealed so 
tightly that broken fingernails resulted from 
opening the package. 


Thus, the agency developed a method of labeling 
consisting of a die-cut card stock label which 

is inserted inside the transparent package. 

The label folds up and under the end so that the 
product is well-identified from the top as well 

as the face, with instruction copy being easily 
viewed from the back. Furthermore, the package 
opens readily. 














PACKAGING FOR FIRST-OF-KIND PRODUCT 


When Squibb brought Francis Blod Design 
Associates the packaging requisites for the 

new “Broxodent” electric toothbrush, it was clear 
to the design firm that several important 

product contributions and marketing objectives 
could be accomplished through design. 

The delicate meter required a sturdy 

package to secure and cushion it during 
shipment and when taken by the family on trips. 
The assignment also required the design of a 
permanent receptacle to store the motor, handle, 
cord and special brushes in the bathroom. Just 
as important was the design of an attractive and 
elegant display carton, visually communicating 

a simple explanation of the product’s use. 


To contain the unit’s attachments, the design 
firm developed a compact and simply-styled 
carrying case. Designed into it is a 

removable rack and bracket that may be 

attached to the bathroom wall to hold the motor, 
cord and the two brushes. 


Because “Broxodent” would be the first product 
of its kind ever introduced, the Blod staff 
thought it important to picture the unit itself 

on the folding carton. The Squibb 

name is carried in gold letters within a black 
triangle on the carton’s top panel and the 
trademark and manufacturer names are tastefully 
treated on the carrying case in raised gold 
lettering. Gold, black and white are the 
packaging colors. 




















ELLIPTICAL DEODGRANT APPLICATOR 


An elliptical-shaped applicator was designed for 
“Brake”, Mennen’s new deodorant for men— 
reportedly representing a break-through in the 
roll-on form. The shape of the roller device, 
which covers three times the standard roll-on 
area with one motion, evolved from a collaboration 
of Mennen with Francis Blod Design Associates to 
overcome what were considered two major product 
weaknesses: 1) poor coverage of the underarm 
area by the usual round ball applicator, and 2) 
lack of brand identification due to the 
small-scale display impression gained by a round 
container shape. 


An elliptical shape was developed as the 

solution to these problems. A roller housing 
with tapered sides, to allow the customer to see 
the full width and to insure him speed and ease of 
use, was devised to hold the new roller captive. 
To allow for complete transmission of the fluid to 
the lengthened surfaces of the roller, a special 
channel was built in the well of the housing. 

The new wide roller presented an opportunity 

for the package to become larger in size 
impression. A keystone-shaped polyethylene 
plastic container was designed to provide ease 

of handling, good stability, and—most important 

to sales—a distinctive shelf appearance. 

Graphics for the white container. designed by the 
Blod staff, concentrated on communicating the 
characteristics of the new product. For example, 
the name “Brake” appears in a logotype with 
reverse italics which were designed to create 

a braking impression. 
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‘VISUAL KINSHIP’ FOR PAPER LINE 


In the Zee paper products packaging program, 
one of the primary considerations was the creation 
of a design approach which—in mass display— 
would set up an arresting “visual rhythm.” 

The marketing advantage to be gained by such a 
strong visual force went further than that of 
catching the consumer's eye. Other benefits 
included increased brand memorability and a 
visual kinship which would encourage purchasing 
within the Zee product family. An additional 
design objective was that the new Zee packaging— 
both in mass display and singly—had to project 

a bright, friendly look. 


The solution to these design goals, as worked out 
by Walter Landor and Associates, is a festive 

swirl pattern—reminiscent of an unfolding paper 
product—which links the Zee packages in mass 
display in an unfurling motion of color. 

The light, happy mood is heightened by small 
cascading blossoms scattered across the package. 


The color-styling of the new packaging is designed 
to intensify and dramatize the color of the 
product inside the wrap. This is achieved by 
using two values of the same color—a darker, 
brighter hue being utilized in the swirls to 

enliven the background color which is the same 
shade as the paper product within. 




















‘JUMP-UP’ FACIAL TISSUES 


The new package for Scotties facial tissues, 
manufactured by Scott Paper, features a 
dispensing innovation along with a new surface 
design. Designed by Mel Richman Design 
Associates, the package permits two-way 
dispensing with “jump-up” convenience through 
the use of an oval floater plate, called a “magic 
oval,” and an “S”-type interfold for the tissues. 
Users are able to remove tissues one-at-a-time or 
by the handful, without the need for re-folding, 
and still have the next issue in line “jump up” 
in readiness for easy and instant use. 


The “magic oval” is a die-cut cardboard plate 
which rests free on top of the tissues in the 
package. As tissues are removed, singly or in 
stacks, the succeeding tissues pop up through the 
die-cut opening in the cardboard plate. 

The new surface design features a snowflake 
pattern in bright, fresh decorator colors (pink, 
turquoise and yellow) selected to complement 
the decor of any home. It was decided to change 
from the previous plaid design to the new 
snowflake pattern to provide the packages with a 
personality that would be welcome in any room 

of the house, appeal to both men and women, yet 
retain enough visual impact at point-of-purchase. 


The traditional oval on top of the new 

Scotties package shows a lettering style that is 
more legible and contemporary than the lettering 
on the previous package. Promotional copy is 
minimized. 











Top packaging ideas: 
Household products 





FEMININE APPEAL FOR FOIL WRAP 


The new package face for Kaiser aluminum foil 
wrap was designed by Gould and Associates to 
appeal to the primary buyer and user of foil— 
the housewife. “Our main goal was to create a 
package that would be highly feminine and 
visually startling,” states Jerome Gould, head of 
the design firm. ‘“Kaiser’s packaging image, like 
that of their competitors, was masculine and 
industrial, a natural result of a heavy industry- 
oriented company. We wanted a package that would 
not only attract the buyer, but would be 
decorative enough so that the housewife would 
leave it out rather than store it away after use.” 


To accomplish this, the design firm conceived a 
basic package concept that was highly feminine in 
design treatment—light, spring-like, elegant. 
Each variety of wrap was color-coded to retain 
individual identity at point-of-purchase. 

Bright colors were used on the design of the 
package ends, and large color areas were used on 
the package face—orange for “regular” foil, 

pink for “heavy duty,” and ochre for 

“economy roll.” 


On two sides of the package the same design theme 
was Carried out in black, white and quilted 
aluminum. The black and white sides accomplish 
two main objectives—effective store display 

and effective television reproduction. 

A potential modular effect can be achieved 

in market displays by interspacing the black 
and white and brightly colored package sides. 














SHELF IMPACT FOR VENTILATOR CARTON 


When Puritron decided to market a new 

air purifying product, Special Bathroom Puritron, 
it was aware that certain outlets would be 

placing the carton on the shelf as is—which 
meant that the carton would be competing for 
attention with all the other boxes on the 
shelves. Hence, the design of the carton would 
have to be a striking one. It would also have to 
convey the all-important fact that this was a 
modern electronic product that purifies the air. 


The design created by Don Blauweiss, of Doyle 
Dane Bernbach, fulfills both requirements. 

The necessary modern feeling is established by the 
clean geometric lines, while the purified air is 
symbolized by arrows moving through each other 
(the choice of blue and white also helps the 
image of purification). That the design is 
attention-getting is evidenced by the fact that 
Special Bathroom Puritron sold off the shelves 
before it had been publicized through advertising. 
The carton’s clean look and its convenient 
handle, which made wrapping unnecessary, 
encouraged dealers to promote the product. 
Customers carrying it away unwrapped further 
“promoted” it on their way home. 








PRODUCT-TO-PACKAGE DESIGN REPETITION 


The “philosophy” behind this gift package of 
Navajo stainless steel barbecue tools is to repeat 
the pattern of the tools on the package itself. 
When the box is opened, the top folds on the 
center line; the Navajo design and lettering thus 
appear as a background for the open display of 
the tools. 


The simplicity of the design and the repetition of 
the design pattern from the tool handle to the 
cover of the box lend continuity to the total 
visual concept. This is particularly noticeable 
at point-of-sale, where competing products have 
gift boxes decorated with graphic elements that 
have little relationship to the tools. 


The Navajo gift package is of standard 
white-coated carton board; its colors are 
black, red-orange and white. Primary use of the 
box is for gift sets containing three to four 
tools. The blank end on the box receives a 
paste-on sticker indicating the number of tools 
therein. Thus, there can be one common box for 
a multitude of tool combinations. The package 
was designed by Raymond Spilman and David 
Wurster; the tools were designed by Raymond 
Spilman, Rod Lopez-Fabrega and David Wurster. 
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PROMOTIONAL TAG 


Fayette R. Plumb wanted to push a “Buy American” 
promotion to combat the heavy inroads of cheaper 
imported tools, hammers among them. Because of 
the manner in which hammers are displayed 

and because of the limited space available in 
hardware stores for promotional materials, 

it was essential that the “packaging” do the 
promoting. However, hammers are usually dis- 
played either on pegboards or in counter pins, and 
consequently do not lend themselves to overall 
packaging which would enclose the hammer. 
Several types of applications were tried, and 
finally a foil tag attached with an elastic band 
was found to be the most practical. Tags were 
supplied by Foxon. 








IMMEDIATE IDENTIFICATION FOR LIGHT BULBS 


These companion packages were designed by 
Bomac Design Division for the Canadian Westing- 
house “budget bu!b” and “eye saving bulb” lines. 
The purpose of the redesigned packages was to 
bring fresh identity to the bulb display area of 
the store, while emphasizing wattage and 

making immediate recognition possible. The new 
Westinghouse logotype appears on the packages, 
which are constructed of double sleeve type 
corrugated board. The “budget” package is orange 
and dark blue. The “eye saving” package is in 
two shades of green. The bulb symbols are 
carried over into shipping containers. 














PROTECTIVE CARTON FOR ASHTRAYS 


This carton for the Shawnee Coaster-Ashtray Set 
provides excellent protection for the breakable 
product, as well as a customer convenience 
feature. The four pottery coaster-ashtrays are 
cemented to a paperboard insert, thus securing 
them against movement and breakage. When they 
are pulled free, the paper remains stuck to the 
bottom of the ashtray, thereby “flocking” 

the rough pottery to protect furniture surfaces 
from scratching. 


The colorful ashtrays are mounted on black backing 
for contrast, and are completely visible through 
a Clear polyester film window that extends over 
most of the top of the box. The paperboard 
carton is decorated with red and black hearts, 
spades, diamonds and clubs to tie-in with the 
principal use of the product as a practical 
means of reducing clutter on a card table. 
The complete folding carton was designed and 
manufactured by Bradley & Gilbert Division 

of Standard Packaging. 

















DETERGENT PACKAGE 
WITH FLUORESCENT BACKGROUND 


Most fluorescent cartons appearing on supermarket 
shelves use fluorescent color lettering or 

design on a non-fluorescent background— 

the contrast giving maximum visibility to the 
bright fluorescent areas. However, Procter & 
Gamble’s new tablet detergent, Salvo, is 
different—the entire background of the Salvo 
package is in a glowing fluorescent yellow-orange. 
The object is literally to “light up” the display 
area with a mass of color rather than spotlight 
just a portion of the package. 


The upper two-thirds of the package’s face panel, 
as well as sides, back, top and bottom, are in 
fluorescent ink. The trademark name “Salvo” is in 
dark blue throughout, as is the element at 

the bottom of the front panel. The detergent 
tablets are reproduced in white with light blue 
for shadow areas. Spot lettering of 
non-fluorescent red, yellow and black are 

also used. 


The Salvo carton, printed by gravure, was designed 
by Walter Dorwon Teague Associates, in conjunc- 
tion with the art section of Procter & Gamble’s 
advertising department. Switzer Brothers 
developed the special shade of Day-Glo fluorescent 
orange gravure ink for: the package. 


font 





HOLLOW-HANDLED PLASTIC BOTTLE 


A blow molded polyethylene bottle with a handle 
that doubles as a convenient grip and an aid to 
smooth pouring was marketed by Celanese Plastics. 
The hollow handle provides an air passage between 
the mouth and main body of the gallon-size 
container. This allows air to feed back into 

the bottle while the liquid is being poured, 
eliminating gurgles and splashes. 


The high density polyethylene bottle, light and 
non-breakable, was designed by Celanese 

for packaging household chemicals and 

bulk chemicals and drugs. The Hilex Bleach 
Company is currently using the bottle for 
packaging bleach. 
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HOME MOTIF FOR PLAY SETS 


A coordinated line of five My Merry Play Sets 
were packaged in box constructions in the form of 
contemporary homes. The motif is reinforced 
with graphic representation of house details 

such as windows, doors, paneling, etc. Robert 
Zeidman Associates was responsible for the 
development of the packaging concept, 
components, graphics and box construction. 





Each of the sets is designed around one 

basic part, such as a sand box, barbecue grill, 
tea cart, school desk or tent. Additional items 
related to the specific activity are mounted on 
a card which is inserted through the bottom of 
the box and fastened into place by a lock-in 
device on the back of the package. | 


The play sets were developed as a line so that 
additional sets could be added from time to time. | 
The packages are printed in four-color lithography | 
and have a strong visual impact in the store. | 
RZA gave the Miss Merry trade character a more 
contemporary appearance better suited to the 
modern feeling conveyed by the package. 
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‘THINKING BOY’ TOY CONCEPT 


“The Thinking Boy’s Toy” was the theme of a 
line of science kit packages. In developing the 
packaging concept, Bernard Breskey of 

Schnur Appel had three objectives: 1) to utilize 
a form of packaging that would be compatible with 
the type of product and its end use; 2) to create 
and develop a design format that would be 
adaptable to a complete line of products and that 
would reflect the nature of the contents; and 3) 
to create and develop a multiple sales unit that 
would find acceptance at point-of-sale. 


The spiral wound fiberboard tube with metal end 
closures was selected as the most efficient 
package from the standpoint of both in-plant 
loading and re-use in the home for storing 

the component parts. Further, the round tube 
container was considered ideal for the 
development of multiple sales units. 


The container graphics revolve around a basic 
theme which has as its primary elements a 
trademark symbol of three counter-pointing 
arrows symbolizing “search” and “research”; 
a photograph of a boy using the kit; and a 
color block within which appears the name of 
the item. Color-coding products within 

the line helps establish individual 

product identification. 
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‘PICTURE’-THE-PRODUCT DESIGN TECHNIQUE 





HOLLOW PYRAMID FOR EASY STACKING 


Designed by David Enock of Chermayeff & Geismar, | Kodak’s package designers have set themselves 
this pyramid-shaped package for an inexpensive | the task of using the package to tell about 
construction toy utilizes an unusual stacking product performance in a copy-less, yet 
method. The hollow pyramid shape enables each meaningful, way. Convinced that copy per se wins 
box to nest into the next unit, while the minimum readership, Kodak’s answer is to 
product name remains exposed. By using | “picture” the product features and thereby tell 
a different color for each side of the | the product story. Typical of this design 
package, the stacking can create numerous approach are packages for two of Kodak’s 
color combinations and patterns. newer cameras, shown above. 
The toy consists of colored rods and attaching According to Kodak, this package design 
units. The pieces are loosely packed in the | technique, coupled with the well-known Kodak 
| walls created by the inner and outer pyramids. color scheme, gives the customer a more 
One side of the outer pyramid opens as a flap interesting and pleasurable package. Kodak also 
for easy access. The bright red, blue and green believes that its design approach results in a 
of the rods are used as the package colors, | gain at point-of-sale, with the story-telling 
and on each of the three sides is a photograph | graphics winning quicker recognition in what 


of a child playing with the toy. is usually an overcrowded display situation. 

















CARRY-AWAY DISPLAY PACKAGE 


This “carry-away” package was developed to 
provide an appropriate display setting for the 
new Bolex Zoom Camera. Its functions are 
several: to protect and hold ¢he camera and its 
loose parts securely, on display and 

in shipping; to act as a complete display unit; 

to serve as a take-home package and safe 
storing place for the camera at home. 
Construction and surface design were by S. Jay 
Kent, one of whose objectives was to develop an 
unusual three-dimensional effect that would 
convey the feeling of the “super zooming” action 
of the camera. 


Contributing to the desired effect are the 
“built-up” appearance and related surface 
design; the color selection of gold, blue and 
black; the high-quality printing on clay-coated 
box board and over-wrap; and the embossed 
lettering along the base. 


The cover construction is an over-wrapped set-up 
with folded corrugated board within for camera 
support. The lower base of the platform is of 
similar construction, while the actual platform 
is a printed insert of folded box board. This 
platform is supported by polyfoam material, 
which, while light in weight, provides excellent 
cushioning for the protection of the camera and 
its parts. The platform has several die-cut 
openings to receive camera parts, as well as a 
special slot to receive a folder for 
miscellaneous items and literature. 











‘SELF-MADE DISPLAY’ PACKAGING 


“Self-made display” packaging was developed by 
Schory-Steinbach Associates for the new Hershey 
“Sun-Ring.” The latter is an around-the-lens 
electronic flash which attaches to the lens 
mounts of single-reflex and press cameras. 

Prime design objectives were those of 

1) attracting the attention of prospective 
buyers; 2) creating interest in the quality 
features of the Hershey product; and 3) 
encouraging and assisting dealers in giving the 
product “up-stage” display space. 


One factor that the package design had to take 
into account was this: it was considered 
desirable to merchandise the “Sun-Ring” along 
with any one of a choice of three power supply 
units offered by Hershey and, at the same time, 
make it possible for the buyer already owning a 
power supply unit to purchase the flash unit 
separately. A common package, using separate 
cut-outs, was therefore developed for the 
“Sun-Ring” and its companion power supply units. 
An outstanding design characteristic of the 
Hershey packaging is the 45-degree bevel edge 
facing the top and bottom of the acetate window 
insert. This was done for reasons other than 
visual distinctiveness. The bevel-edged 
packaging achieves an effective display set-up 
for the “Sun-Ring” and its companion power 
supply. The bevel edge of a low-down package 
supports a twin stand-up package, resulting in 
the self-made L-shaped display set-up. 
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Stop-Loss packaging? What’s that? What does it mean? 


Actually, “Stop-Loss” describes special packaging in a very 
special, tough, crystal-clear material ... Kodapak II Sheet. 


In this instance, Holland Industries, Inc., (Buffalo, N.Y.) 
picked Kodapak II to package Champion’s Spark Plug 
Gauge and Tool in groups of ten blisters each to a self-seller 
display card. 

Result: Skin-tight protection from dust, dirt and moisture 
... plus complete visibility! This keeps merchandise fresh 
and clean, assures fast unit-sell, stops loss from both shop-wear 
and pilfering. At the same time, protecting blister is easily 
removed by purchaser. For more about Kodapak II and 
packaging, see our representative or write: 


EASTMAN KODAK COMPANY 
Plastic Sheeting Division, Rochester 4, N.Y. 


Sales Offices: New York, Chicago, Atlanta. Sales 
Representatives: Cleveland, Philadelphia, Fr 

Providence. Distributors: San Francisco, Los ‘Kodapak 
Angeles, Portland, Seattle (Wilson & Geo. 

Meyer & Co.); Toronto, Montreal (Paper Sales, Ltd.). 


‘Kodapak” is a trademark for Eastman’s plastic sheet. 














GIFT PACKAGING FOR ALL OCCASIONS 


...or —packaging to protect product, stop shoppers, 
prevent contamination. Whatever your package’s 
primary and secondary requirements are, you can 
be sure of getting what you need through the com- 
plete packaging service of KVP Sutherland. Better 
design —a fully-staffed design department is on call 
to work with you. Functional protection—an un- 





matched research and engineering staff fits the pack- 
aging to the need. Costs—KVP Sutherland works 
with you to keep them down. Many of the nation’s 
best-selling products now go to market in creative 
packaging by KVP Sutherland—and sell the better 
for it. May we give you further details on how this 
service can help you. 
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KVP SUTHERLAND PAPER COMPANY e KALAMAZOO, MICHIGAN e 18 plants in the United States and Canada to serve you 
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CLEAN CLEAR THROUGH THAT'S A FAB WASH! 





PACKAGING FOR POSITIVE PROTECTION 


This brilliant new FAB package is now being produced by KVP Sutherland. 


Its bold use of fluorescent color gives greater impact on supermarket shelves 
'..the kind of impact that means sales. Colgate-Palmolive designed it—and 
“KVP Sutherland helped with the task of creating a printing surface that 


(1) would accept fluorescent inks perfectly and (2) protect the product. 
The happy result you see above. And it is just one of many examples of KVP 


Sutherland’s ability to create superior packaging. An ability that stems from 


complete control every step of the way from wood pulp to finished product. 
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CELLOPHANE-PACKAGED 
COLOR SLIDES 


According to Meston’s Travels, 
switching to transparent film in 
packaging its line of 35mm “Around 
the World” color slides resulted in a 
substantial sales increase. The self- 
mailing package includes four slides 
sealed in an Avisco T-69 cellophane 
packet with a header label. One side 
of the label identifies Meston’s 
souvenir “magic package”; the other 
side provides space for mailing 
address and stamp. 





FOAM-PACKAGED TRANSISTOR RADIO 


General Electric’s new transistor radio 
is the first product of this kind to be 
packaged with Xanfoam, an extruded 
polystyrene foam manufactured by 
the Dyna-Foam Division of Sun 
Chemical. Edwin C. Peck, G.E.’s 
product packaging specialist, lists the 
considerations used in applying 
Xanfoam: “Bi-axial strength of 
Xanfoam enabled dynamic application 
for interior packaging inserts; neat, 
attractive surface appearance of 
Xanfoam after thermoforming; overall 
package size was reduced in com- 
parison to previous style.” 

The radio package uses standard 
exterior packaging and two specially 
designed platforms made of the 
lightweight Xanfoam. The radio, 
battery, ear plug and carrying case 
rest on one formed platform which is 
set into the bottom part of the package. 
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TRIPLE-PURPOSE HI-Fl COMPONENTS KIT 


A new entrant in the stereo and high-fidelity 
components field, Daystrom Products required a 
combination package—one that would effectively 
display its kits and would also function as 

both a shipping carton and a self-contained 
“work area” to assist the purchaser in the 
assembly of his kit. 


A fold-up white corrugated carton printed in 
light green and dark brown houses formed 
styrofoam blocks. Recesses in these blocks hold 
the kit components (tubes, tuning knobs, 
resistors, spooled wire, etc.), and the blocks 
themselves serve to reinforce the package for 
handling and shipping. A corrugated sleeve 
protects the exterior in shipment. 


An important part of the opened package 

on display is the instruction manual. Printed 
in the carton’s same two colors, the manual 
cover further identifies the particular model 
and type and graphically illustrates the 
appearance of the completed kit—especially 
important since, as a kit, the package does not 
contain the completed product. With the 
exception of the vinyl-covered case, all of the 
components are protected from pilferage 
and dust by means of acetate covers. 


The kit was designed by Good Design Associates 
in cooperation with Stewart Sizer, head of 
product design for Daystrom. The box was 
manufactured by Stone Container Corporation. 


Top packaging ideas: 
Industrial packaging 


NEW WATER-RESISTANT, 
WET-STRENGTH BOARDS 


Gator-Pel and Hydro-Kraft were added to 
International Paper's line of water-resistant 
and wet-strength boards. As the picture 
reveals, Gator-Pel provides superior resistance 
to water. The company considers it ideal for 
shipping moist products or any product that must 
be protected from wet weather. Meat, 

for example, can be frozen right in the box 
without the board fibers sticking to it. 
Hydro-Kraft reportedly keeps its strength even 
when wet. It can withstand high humidity and 
refrigeration, as well as rough handling. 


COLLAPSIBLE 
POLYETHYLENE JUGS 


According to U.S. Indus- 
trial Chemicals, virtually 
all liquids can be 
transported and stored 
efficiently and economi- 
cally in these five-gallon, 
collapsible polyethylene 
plastic jugs. The 
lightweight container, 
called Flex-O-Boy, is 
extrusion blow molded by Associated Plastics 
from U.S.I.’s Petrothene 301 polyethylene 
resin. Use of corrosion-resistant and shatter- 
proof Flex-O-Boy is recommended for all 
liquids from viscous syrups to thin engraving 
fluids, and from acids to milk. The polyethylene 
jug is designed primarly as a transportation 
and storage container for industrial liquids 
traditionally carried in five-gallon metal pails 
and 13-gallon glass carboys. In addition to its 
many industrial uses, Flex-O-Boy is also 
being sold in the consumer market. 
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PLASTIC MOTOR OIL BOTTLE 


The growth of suburbia, with its extensive 

lawns and activities centered around 

semi-rural living, has brought a great 

increase in the use of two-cycle gasoline- 

powered motors for lawn mowers, snow , Bai ite), 
blowers, small tractors, motor scooters, e 

chain saws, and outboard motors. These CARBIDE 
engines burn a mixture of gas and oi! 

in critical ratios. To answer the need 

for a lightweight, safe, recloseable oil 

container, Plax Corporation’s design 

staff produced the blow molded, high 

density polyethylene 32-ounce stock 

container here shown. 


The container is slightly translucent, 
allowing the oil level within the container 
to be seen. The graduations along the 
side permit exact measuring of oil for 

oil and gas mixtures without the bother 
of having to use a separate measuring 
device. The screw cap offset closure 
permits easy no-drip pouring and con- 
venient reclosing for storage. Since the 
container is light in weight, it can 
represent a substantial saving in shipping 
weight. 
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PRE-PRINTED LINERBOARD CONTAINERS 


The corrugated container took on a new and 
colorful look as a result of St. Regis Paper 
Company’s development of pre-printed linerboard. 
As its name implies, the board is printed in 
multi-colors on rollstock before the corrugated 
board is manufactured. Electric eye equipment 
regulates critical cutting accuracy of the 

finished corrugated sheet to achieve extremely 
close tolerance for color, slotting and 

folding registration. 


According to St. Regis, colorful detailed 
designs can be printed accurately on 
multi-color specially-designed presses with 
no loss of detail due to imprinting on the 
fluted corrugated board. The sheet is combined ecliies 
with the board after it is printed and therefore CARBIDE 
there is no distortion due to the printing Pai 
cylinders pressing down on the fluted board. 
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MULTIPLE-USE ‘FAMILY’ CARTON 


Previous to a redesign program, Heyer shipped 
its five “Conqueror” paper folders and 
duplicator machines in five different two-color 
corrugated cartons. Two basic “Conqueror” 
designs were used with variations for each unit. 
The result was visually confusing. Also, 

on some of the cartons the particular model 
designation needed emphasizing. 


A multiple-use carton was designed by Reinecke 
and Associates which projects one visual 
“Conqueror” image and, with a corrugated filler, 
holds all machines. Two-color labels were 
designed for maximum legibility, impact and 
integration with the carton design. Five 

bright and distinctly different colors are 

used to further signal the cartons. All labels 


employ dark brown to match the bar on the carton. 


The carton is printed in dark brown and tan. 
The wrap-around bar pattern and overall format 
is decorative yet simple and neat. Abstract 
qualities are appropriate to the products and 
their functions. While the shipping carton is 
the first to be introduced, other retail shelf 
packages were designed simultaneously and will 
carry the same basic format, but utilizing 

the bright colors of the labels. 
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COST-SAVING NAIL CARTONS 


The containers shown were developed primarily 
for the nail industry, which has been seeking ways 
to automate its operations and lower its costs. 
Mead Containers, a division of Mead Corporation, 
developed an 18-section, die-cut and scored 
one-piece container. It is formed like a folding 
carton and has a triple ply bottom, two ply 

walls and a gussetted two ply recloseable top. 
In conjunction with this Meadomatic container, 
the company also developed semi-automatic and 
fully-automatic assembly machines. 





According to Mead, this new 50-pound nail carton 
has saved considerable money, space and time in 
inventory control, storage and palletization. 
Besides increasing packaging speeds and 
merchandising appeal, it has reportedly lowered 
packaging costs and has been the major com- 
ponent in automating the packaging of nails. 








Well send you one test roll of “V” cellophane, one 4¢ stamp, one 
sheet of paper, one self-addressed envelope and one pencil. 


Run the cellophane off on your own equipment. Or on your con- 
verter’s. If you don’t find that it’s the best cellophane ever made for 
premium baked foods, write us a nasty letter. (It won’t even cost 
you a 4¢ stamp.) 

We think you'll find that “V” prints, machines and seals with the bare 
minimum of production problems. That its shelf appearance has the 
magic for turning a stray glance into an impulse. And “V’s” polymer 
coating — virtually unaffected by the heat and chemicals of printing— 
shuts in needed moisture, along with all the tang and savor you’ve put 
into your product. It’s so good at this, in fact, that we actually believe 
you'll end up sending us a complimentary letter. 

But don’t do it just to be nice. 


Test rolls supplied through any Olin sales representative or your converter in accord- 
ance with our usual policy. 


: * 
PACKAGING prvision ©@ in 
Film Operations, 460 Park Avenue, New York 22, N. Y. 














EASY-OPENING FOR MULTIWALL BAGS 


An easy-opening device to provide full-top or 
pour-spout opening of sewn open-mouth and sewn 
valve multiwall bags was introduced by the 
Bag Division of St. Regis. Called Grip-N-Rip. 
it is designed for both the industrial and 
consumer bags used for agriculture, food and 
rock products. This low-cost opening feature 
employs a triple-strength filter tape in place 
of standard filter cord. The filter tape, 
which is sewn right over the regular bag top 
tape, provides a pulling tab for easy opening. 


For full bag top opening—required most 
commonly for industrial multiwall packages— 
the filter tape is simply pulled away from the 
top of the bag. The regular bag top tape, 
which is held in place by the same thread, is 
then free, and the bag is completely open. 

For pour spout opening—ideal for consumer 
packages of lawn foods, seeds, dog foods, etc.— 
the regular bag top tape is pasted along the 
top of the bag except for a few inches at 

one end to allow for limited opening. After the 
filter tape has been pulled away (the same 

as it is for full opening), the unglued section 
of the regular tape is folded back and the 

pour spout is formed. If all the material in 
the bag is not used at one time, the tape can be 
folded back over the spout and clipped in place, 
making it easy to store and re-use the bag. 








QUICK-OPENING MULTIWALL BAG CLOSURE 


A quick-opening closure for sewn open-mouth and 
sewn valve multiwall paper shipping bags 

was introduced by Bemis. Developed by 

the company’s engineering department, the 
Bemi-Strip closure is identified by a red tab 

at the seam of the bag. Used in actual packing 
and shipping operations, the closure reportedly 
has proven to be effective in withstanding 
ordinary stretch and breakage and sifting of the 
product at the seam. It offers protection at 

the bag seam equal to present methods of closing 
sewn bags. 


A time- and labor-saving feature, the Bemi-Strip 
tab is simple to open. There is no 
contamination of product from loose threads and 
the clean opening permits re-use of the bag. 

The tab is placed on the factory-closed end of 
the bag, usually at the top. It serves as a 

point of contact for the thumb and first finger 

to initiate the opening of the package. A 
gentle pull snaps the tab loose from the bag 
seam. A swing of the arm frees the sewing 
thread and pops the bag open, ready for 
emptying of contents. The bag can be opened 
partially, to form a filling spout, or 

completely, as desired. 


The Bemi-Strip multiwall bag can be used for 
feed, fertilizer, seed, flour, grain, salt, 
ready-mix cements, and chemicals. 
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PROBLEM: How to get shoppers to buy your product for the 
first time. 





SOLUTION: International Paper’s versatile Mosscoat, prints and 
finishes brilliantly to give you cartons with impact. 


NTERNATIONAL PAPER'S remarkable 

Mosscoat takes all printing processes 
brilliantly. And you can varnish it, lac- 
quer it, wax it, emboss it. Mosscoat fin- 
ishes beautifully. Gives you cartons that 
move off today’s crowded shelves. 


Mosscoat is also an unusually uni- 
form bleached sulphate board. This 
makes it easy to do the precision scor- 
ing for the convenient tear strip shown 
on the package above. And you'll find 
Mosscoat die-cuts cleanly and takes the 


sharpest folds without cracking. 

International Paper’s subsidiary, the 
Lord Baltimore Press, uses Mosscoat ex- 
tensively to create distinctive and con- 
venient cartons for products ranging 
from cosmetics to frozen foods. 

Lord Baltimore can do your entire 
packaging job. They analyze your sales 
problem, design the package, and 
create the art work—maintaining exact- 
ing quality control every step of the way. 

And Lord Baltimore’s exclusive 


Fidel-I-Tone, printing process captures 
all the exciting detail of appetizing full- 
color illustrations. 

In paper and paperboard, Interna- 
tional Paper’s sales and technical staff 
provides you with packaging that’s de- 
signed from the very beginning to suit 
your product and solve your problems. 

Contact any one of our eleven Lord 
Baltimore sales offices. Or contact your 
carton maker. He’s probably been doing 
business with us for years. 


INTERNATIONAL PAPER 


NEW YORK 17, N.Y. 








Manufacturers of papers for magazines, books, newspapers « papers for home and office use + converting papers + papers and paperboards for packaging + labels « folding 


cartons « milk containers + shipping containers + multiwall bags « grocery and specialty bags and sacks + pulps for industry « lumber, plywood and other building materials 











Top packaging ideas: 
Other kinds of packaging 


STYLIZED DESIGN FOR 
SHOCK ABSORBER CARTON 


Columbus Parts Corporation wanted a distinctive 
package to help launch its entry into the 
automotive shock absorber market. The packaging 
program was an initial step in promoting the 
Columbus brand image among potential jobbers 
and distributors. The design theme 

developed by Vie Design Studios makes use of 
a stylized cross-section of a shock absorber 

to help emphasize the unique construction 
features of the products. The bold logo, 

white on a black panel, is repeated on both 
sides of the carton, creating a highly 

visible pattern when the boxes are stacked. 

To further strengthen individual model 
recognition, alternate colors are used on the 
carton faces—an electric blue for one series, 

a vivid vermillion for the other. 





SELF-SERVICE PACKAGING 
FOR AUTO ACCESSORIES 


These auto mirror packages, designed by 

Alan Berni & Associates for Roberk, reportedly 
introduced self-service packaging to the 
automotive accessory field. “In our research 
for Roberk,” Berni states, “the marketing 
problem became evident immediately. Virtually 
all the automobile accessory manufacturers still 
were using packaging design for automobile 
specialty stores and for neighborhood service 
stations. These packages were tailored for 
personal selling. They were closed all around. 
But personal selling was rapidly dying in the 
automobile accessory market, just as it had died 
in other fields. Most accessory sales today 

are made through discount houses, department 
stores, even variety chains—all outlets that are 
built for self-service merchandising.” 


Berni saw the need for an open container that 
would allow the consumer to see the product— 
both the mirror front and the chrome back— 
without disturbing the product in its wrappings, 
and possibly leaving marring fingerprints. 

The container also had to be strong enough to 
protect the giass mirror in transit. 

The resulting package met all these needs. 
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. your source for custom-tailored 
printed laminations. 
Alcoa brings you 
a new and complete service 
of maximum flexibility for better printing, 


high-speed delivery and effective design, 
incorporating every conceivable economy 
that intensive research and modern technology can achieve. 
Alcoa can deliver and here’s why: 


Alcoa Printing Facilities—in opera- 
tion now. The finest, fastest, widest, most 
adaptable printing equipment in the entire 
industry. 


P ackage Design—An organization bring- 
ing you years of experience in both structure 
and graphics. 


Basic Packaging Research—special- 
izing in the development of new inks, lacquers, 
coatings .. . foils, papers, laminations and 
adhesives. 


Alcoa® Foil Laminations—Tailor-made 
to your requirements. The recognized quality 
criterion in laminations. 


Entertainment at Its Best 
ALCOA PREMIERE with Fred Astaire as Host 


In-Process Development—Engineers 
devoted to the appraisal of packaging mate- 
rials and techniques through pilot runs, equip- 
ment compatibility, speed and cost. Alcoa 
packaging proposals come to you tested and 
programmed for production. 


Packaging Development Service— 
Staffed with practical, market-oriented engi- 
neers. Through them the broad range of Alcoa 
Research and Development is focused on your 
own unique needs. 


Today Alcoa is prepared to accommodate your 
every packaging need. 


Aluminum Company of America, 1972-M 
Alcoa Building, Pittsburgh 19, Pennsylvania. 


Warcoa ALUMINUM 





Tuesday Evenings, ABC-TV 
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SELF-SELLING CONTAINERS 
FOR ELASTIC GOODS 


A redesign program for Bauer & Biack’s elastic 
goods line took into account the trend to 
self-service in the retail field, and thus 
avoided marketing problems that might 
otherwise have been encountered. A consumer 
survey confirmed recommendations made by 
designer Morton Goldsholl for containers 

that would replace as far as possible 

the salespersons in self-service stores 

and that would act as a selling aid where a 
salesperson is present. 


Goldsholl reasoned that an illustration could 
carry the weight of quickly identifying the 
product, supported by the product designation in 
simple, bold typography. Brand names on most 
of the containers are subdued to allow product 
emphasis. The designer further proposed two 
basic forms of folding cartons—one with a 
tuck end and the other of sliding sleeve 
construction. Both have top end panels slanted 
toward the face at a 45-degree angle to make 
easier reading at any shelf position. 


By means of simple line drawings, an elementary 
version of the product is shown in proper 
position on a figure. The face of the carton 
gives an unambiguous illustration of product 
use that needs little if any elaboration by a 
salesperson. The side panels are identical 
except for background color. The only exception 
to the use of the two types of folding carton 
forms is a set-up box for elastic hosiery. 








‘CONVENTIONAL’ PACKAGING 
FOR UNDERGARMENTS 


Some years ago, Peter Pan Foundations decided to 
package its Little X girdle and panty girdle in 

an odd-shaped trapezoid box. Recently, 

a research study conducted by Harry Lapow 
Associates uncovered the following: 

1) Sales personnel objected to the odd-shaped 
package because it was difficult to reinsert the 
garment neatly after it had once been taken out. 
2) Buyers and department heads didn’t favor the 
package because its odd shape made stocking 
difficult. 3) Display people found that it was 
difficult to integrate the package in display 

with other products. 4) Peter Pan production 
people objected to the fact that in order to 

fill the odd-shaped packages the garments had to 
be creased. 5) Salesgirls and customers said 

the package had insufficient identification. 


Lapow redesigned the line in modular sizes 
using seven inches as the standard dimension and 
four inches or multiples of four as the other 
standard. This cut production costs. The six-inch 
opening in the rectangular box proved ample to 
permit simple removing and inserting of the 
garment without creasing. Uniform box size 
overcame the objections of department buyers 
and heads as well as display people. The 
designers also added complete product use and 
care data on the back as well as quick visual 
identification for each product. 




















In the interests 
of increased sales 
you need Foxon’s 
unsurpassed 

_ production 
# and design. 

































































made of 

foil- metal: paper, 

embossed, die cut, 

hot leaf stamped, gummed, 
ungummed, heat-seal, 
pressure-sensitive 
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Please enter my subscription to PACKAGING 
DESIGN beginning with the next issue. 
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PACKAGING DESIGN 
Circulation Department 
1312 Eighteenth St. N.W. 
Washington 6, D. C. 











PULL-OUT CARD FOR GIFT PACKAGE 


Triboro Quilt wanted Creators Art Service to come 
up with something unusual and distinctive in the 
design of a baby bunting gift package. 

The design firm satisfied the client’s 
requirements in this way: inasmuch as a card is 
often included with a gift package, it was 
decided to use the card not merely as an 
enclosure but as an element in the actual design 
of the package. The content of the package 
lent itself to the idea of a pull-out card, 
picturing a baby on the pull-out. There is 

also a jingle message and a space for the 
sender’s signature, but these are covered up 

by the illustration of the bunting wrap itself, 
and do not appear until the card is drawn out. 
This provides an element of surprise. 

The pull-out has two tabs to keep it in place, 
and is designed for easy assembly. 





RE-USABLE GIFT PACKAGE 








For gift-giving, Irv Koons Associates designed 
this El Producto Cigar package in which 

the product is completely visible to the eae: 
and is packed in a re-usable container. 
A wrap-around strip type of folding box 
construction is utilized to enclose the 

container. The construction, wrapped in 
cellophane, is open on two sides so that 
visibility of the product and the container 

is not interfered with in any way. 

Graphic design is simple and colorful (orange, 
green, blue and gold), gift-like in feeling, : 
yet strong enough to have masculine appeal and tol t 
attract the eye from a distance. a 



















ANY WAY YOU USE THEM... 


MONEY-BACK - 
GUARANTEE | 
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| AVISCO BANDS WILL HELP YOU SELLE 


Contact the Avisco Bands agent nearest you: 





CALIFORNIA KENTUCKY MICHIGAN OHIO 
1. F. Schnier Company, Inc. C. V. Nunemacher Company M. Jacob & Sons L. S. Kaufman & Sons, Inc. 
700 E. First St., Los Angeles Marion E. Taylor Bldg., Louisville 2759 E. Grand Boulevard 3301 Broadway, Cleveland 
1. F. Schnier Company, Inc. LOUISIANA Detroit 
683 Bryant St., San Francisco MINNESOTA PENNSYLVANIA 
FLORIDA of. ee we Booth Packaging Machinery Co. Walter M. Caskey 
e, Magic City Bottle & Supply Naw Orleans 1932 Drew Avenue, South 15 Esso Rd., Bala-Cynwyd 
, 6250 N.W. 35th Ave., Miami Minneapolis 
MARYLAND TENNESSEE 
: GEORGIA Castine: Seine Canene MISSOURI S. W. Scott & Son 
i H. Smith Bottle Supply Co., Inc. rs Supply Northwestern Bottle Company 18 W ; 
and to 58-62 Courtland Street, S.E. 1022 Mondawmin Concourse 3132 N. Broadway 608 McCall Bldg., Memphis 
Atlanta Baltimore St. Louis TEXAS 
ILLINOIS MASSACHUSETTS NEW YORK R. P. Anderson Company 
Continental Glass Company Shawmut Glass Containers, Inc. Valley shay Glass Company 2503 W. Mockingbird Lane 
841 W. Cermak Rd., Chicago 29 Stillings St., Buston 2 Hanson Place, Brooklyn Dallas 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 350 FIFTH AVENUE, NEW YORK 1, NEW YORK 





NEW APPROACH IN SHOE POLISH PACKAGING 


These containers for Johnson’s Wax shoe polishes 
show that there are new approaches and new ways 
of doing things with even the most 
taken-for-granted products. States Robert Sidney 
Dickens, “Almost everyone has had some sort of 
unhappy accident while polishing shoes. Without 
fail, the job has always been a messy one. But 

no one really gave the matter any thought until 
the Johnson people went to work. The concept of 
the product, the engineering and shape design 
were done by the Johnson staff.” 


“Our firm,” Dickens continues, “was employed to 
create outside graphics only for the packages, 
and the problem we faced was a most unusual one. 
In the liquid line, for instance, the beautiful 
container suggested anything but shoe polish as 
the housewife was used to seeing it. Temptation 
was great to design graphics that would fit the 
container’s high style. However, we had to 
overcome this temptation for the product’s own 
good. Our ultimate design gave a heavier look 
to the package—a look that tells the buyer, 
‘Here is a quality product fully capable of giving 
a real shine to any pair of shoes.’” 





PLASTIC PROMOTION KIT 


The Columbia Broadcasting System provides its 
affiliated stations with promotion kits on all 
network programs. Some 30,000 of these kits are 
sent out each year. Containing such materials 
as publicity releases, photos, 20- and 60-second 
16mm trailers, ad mats, etc., the kits were very 
expensive to produce. Lou Dorfsman, creative 
director of advertising and sales promotion for 
CBS, felt that costs could be considerably 
reduced by making the kits of lightweight plastic 
and by applying mass production techniques. 


As designed by Dorfsman, this year’s promotion 
kit is gray in color. The case is of 
medium-impact styrene, and the shipping 
container is polystyrene foam. Besides 
reduced mailing costs, there has been no 
breakage reported. 





This space is reserved 

for any top packaging idea 

we may have overlooked. 

If the missing idea is yours, 
please excuse the omission. 
Also, please send the idea to us 
for use in a future issue. 





King of Package Brighteners...Calcofluor’ White 


'‘o make sure your package designs “roar” loud- 
it in the market place —and continue selling 
{ consumer hands—specify Calcofluor-treated 
ickaging board! e This famous Cyanamid 


ightener — added to the board 
iring manufacture—produces the 
vitest, brightest whites...the 
iarest, cleanest pastels...the hap- 
*st backgrounds for exciting 
sign, legible type, brilliant color 
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reproduction. Whatever the product—Calcofluor 
White can make your package designs easier to 
see...the packages easier to sell! ¢ Packaging 
board treated with Calecofluor White is avail- 


able from leading mills and 
converters. Ask them for samples! 
Or write us today for a free dem- 
onstration kit. e American Cy- 
anamid Company / Dyes Depart- 
ment / Bound Brook, New Jersey 
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freedom 


Whatever your need (or your fancy) dictates, 

CREATIVE PACKAGING, INCORPORATED has the materials, 

the facilities, and the experience to complete your design... to bring out 
its full potential in structural form. . . and insure final production 

to your most exacting specifications. 


No need to shop around . . . CP will produce the entire package, 
complete with all its components. 


CP makes available from one source: Folding cartons, 

set-up paper boxes and inserts; rigid plastic boxes, custom injection- 
molded containers, display cards and spiral wound tubes; 

molded, vacuum or pressure-formed cavities and inserts; hot stamping, 
offset and letterpress printing. 


One call does it ALL... call 


CREATIVE PACKAGING, INCORPORATED 
111 Monument Circle « Indianapolis 4, Indiana « ME 5-3577 
m™ DIVISIUNS: 


Diamond Plastics Industries, Roanoke « Paper Package Company, Indianapolis 
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